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The advertising landscape has shifted dramatically over the 
past 18 months, with media measurement and attribution 
capabilities significantly impacted by new privacy rules such 
as shorter look-back windows and restrictions on user-level 
tracking. 

With a heavy focus on ecommerce sales and a significant 
portion of revenue spent on media, DTC marketers must now 
more than ever identify a measurement approach that allows 
them to tie media spend directly to business outcomes. Most 
marketers, however, are still reliant on platform-provided, 
click-based measurement and are finding data inaccuracy, 
data aggregation, and costly time investments in reporting to 
be significant challenges. 

As privacy regulations continue to render methodologies such 
as last-touch, multi-touch, and click-path attribution 
ineffective, it’s clear marketers are searching for new 
strategies that are future-proof, accurate, and reliable to 
measure the value of their advertising. This report details how 
marketers are dealing with these challenges and what 
investments they are prioritizing for the future.

•

•

•

•

•

Accessing and synthesizing accurate data is the greatest 
challenge for DTC marketers.

64% of DTC marketers spend over nine hours per week 
on reporting activities, with some roles spending 
upwards of 25 hours per week.

Despite reported inaccuracies, more than 80% of DTC 
marketers still rely on click-based data as their primary 
source of media measurement.

Marketers overwhelmingly agree experiments and testing 
significantly improve their decision-making confidence.

Reporting and testing tools will win the greatest share of 
technology investment dollars over the next 12 months.

Key Findings

Executive Summary
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Measured partnered with Sequent Partners to perform a comprehensive survey of 
300+ marketers at director level and above from DTC (Direct to Consumer) brands. 
The following data highlights our findings.

Vertical Breakout
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SPEND & STRATEGY
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Which of the following channels were part of 
your marketing mix last year?

Facebook, Instagram, Google, 
and YouTube are the most 
often used channels by 
DTC marketers.
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TikTok
29%
Audio / Podcast
29%
Catalog / Direct Mail
29%
TV Linear Local
26%

Facebook
79%
Instagram
77%
Google / Bing Search
68%
YouTube
65%

TV Linear National
21%
Affiliate / Influencer
20%
PLA Shopping
18%
Programmatic Display
12%

Snapchat
24%
Pinterest
22%

CTV / OTT
8%
Other
2%
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Percentage of marketers that responded yes



Meta and Google retain 
over 63% of the DTC 
marketer’s budget.

What percent of your marketing budget do 
you spend in each of the following channels?

Catalog and direct mail are the fifth largest budget item 
with 6.5% share of spend, reinforcing the retention 
efforts of DTC brands.

CTV spend was lower than local and national television, 
suggesting YouTube is still winning the majority of the 
digital video budget for now.
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12 Month Allocation Forecast
Overall, marketers expect to increase budgets 
across most channels in the next 12 months, 
but Google and Facebook will continue to get 
the lion's share.

DTC marketers’ spend in Google Search and YouTube will continue 
to grow as 60% and 53% of them responded, respectively, that 
they will increase their investments in these channels over the next 
year.

TV and Catalog are channels where highest number of marketers 
plan to decrease investment, although less than 25% of all 
marketers stated so.

CTV was one of the least-budgeted channels during the past 12 
months and ranks highest among channels marketers are unsure 
about.

Increase Maintain Decrease N/A

Google

Audio

Affiliate

Snap

Other

Pinterest

CTV

Programmatic

YouTube

TV

Instagram

Facebook

TikTok
PLA

Catalog / Direct Mail
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Media Allocation by Tactic
Prospecting for new customers continues to be the 
largest area of media investment for DTC marketers, 
but not by much. 

As user tracking capabilities continue to decline, 
marketers are bolstering first-party data practices to 
continue informing their retention strategies.

Experiment-driven approaches can help validate 
prospecting strategies that have become difficult to 
measure in a privacy-first environment.
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Prospecting
37.2%

Retargeting
30%

Retention
32.8%
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Data is the greatest challenge for 
DTC marketers.

Which of the following challenges limit your ability to 
get useful insights from measurement?

As marketers diversify their media mix, they are confronted with troves of 
incongruent and inconsistent data from a variety of media platform and 
ecommerce sources. 
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Outdated Data (Timeliness)
38%
Difficulty Connecting Spend to 
Outcomes
33%

Lack of Trust in Data
31%

21%
Lack of In-house Resources

Lack of Granularity

Manual Data & Reporting
49%
Data Fragmentation 
(# of sources)
45%
Data or Metrics Are 
Inconsistent Across Sources

41%

17%
Lack of Internal Alignment
12%
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Most marketers use outcome-based metrics 
to evaluate marketing performance.
ROI and revenue are the most important metrics for DTC marketers, highlighting a need to 
demonstrate marketing’s incremental impact on sales. 

Notably, 67% of marketers from brands with more than $50M in annual spend marked LTV as an 
important metric compared to only 27% of brands under $5M in annual spend. 73% of marketers 
from brands with under $5M in annual spend marked ROI as important.

These trends suggest that as brands grow larger, they may shift focus increasingly towards 
profitability in addition to revenue.
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CPA (Cost per Acquisition)
38%
CPO (Advertising Cost per Order)
36%

LTV (Customer Lifetime Value)
30%

CPC (Cost per Click)
30%

Site Traffic
30%

ROI 
(Return on Marketing Investment)
70%
Sales or Revenue
61%
ROAS (Return on Ad Spend)
41%

Net Profit
29%
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Which of these key performance metrics are important to you?
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Marketers are very confident 
in their ability to tie media 
investments to business 
outcomes.
Marketers are primarily utilizing performance data directly from the 
media platforms themselves, despite the reporting inaccuracies 
that have been openly cited by these platforms. 

This contradiction between confidence and accuracy suggests 
brands are either performing additional analytics and experiments 
to get a clearer picture, or they’re hazardously taking platform data 
at face value.  

As click-based methodologies, such as synthetic touch points and 
last-touch attribution, continue to become more challenging, we 
expect marketers to make additional analytics investments.
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Chief Marketing Officer

All Respondents

Executive Vice President

General Manager

Senior Vice President

Vice President

Director / Senior Director

Confidence in tying media to business 
outcomes by role

Extremely 
Confident Confident Neutral Not 

Confident



Data and reporting 
accuracy are top 
concerns for DTC 
marketers.

How concerned are you about each of the following issues?

Data accuracy is the top concern for DTC marketers, 
followed shortly by inaccurate reporting. What's 
surprising is that marketers still expressed high 
confidence in their ability to tie spend to business 
outcomes, even though they have clear concerns 
about data accuracy and vendor reporting 
inconsistencies.

REPORTING, INSIGHTS & DATA 13+

Data Accuracy

Inaccurate Reporting

Ad Costs

Tracking Limitations

Data Compliance

Targeting Restrictions

Very 
Concerned Concerned Neutral Somewhat 

Concerned
Not 
Concerned



What is your primary form of media performance technology?

More than 80% of DTC marketers are still 
reliant on click-based reporting for 
measuring media performance.
Even in the current anti-tracking environment, DTC marketers are still reliant on inaccurate 
click-based reporting from site-side analytics tools and media platforms.

The methods least used by marketers as their primary form of measurement are incrementality 
experiments (4.7%) and multi-touch attribution (2.5%). While MTA has been declining in 
popularity, incrementality experiments, based on test and control studies to show true lift, are 
becoming more prevalent as marketers face increasing privacy restrictions and challenges.
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Click-Based Reporting & 
Measurement Methodologies

27%

37.1%

11.9%
16.6%

Platform Reporting

Platform Attribution (Attribution/Lift 
Study Results from Ad Platform)

MMM (Marketing Mix Modeling)

Site-Side Analytics (Google Analytics)

2.5%
4.7%

MTA (Multi-Touch Attribution)

Incrementality Experiments
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Most marketers have a single 
source of truth...

yet they spend 9-24 hours 
per week reporting.

With data management issues topping the list of challenges faced 
by DTC marketers, it is unsurprising that reporting efforts take up 
so much of their time. Yet, the vast majority of marketers state that 
they have a single source of truth, suggesting these systems are 
still inadequate for providing fast and reliable access to 
cross-channel insights.

Jump to the next page to see how this changes by role. 
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Yes

82.4%

No

17.6%

Do you have a single source of truth for 
performing marketing performance? 

How many hours do you spend reporting 
each week?

27.2%
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17-24 Hours

25+ Hours

4-8 Hours

9-16 Hours

0-3 Hours

17.9%

42.8%

30.1%



Marketers at all levels spend 
significant time reporting.

How many hours do you spend per week reporting?

GMs spend the most hours compiling and presenting reports, with nearly 20% stating 
they spend more than 25 hours per week on reporting. More than half of marketers 
spend 9+ hours per week on reporting.
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All Roles

CMO

EVP / SVP

GM

VP

Director / 
Sr. Director

0-3 
HOURS

25+  
HOURS

17-24  
HOURS

9-16   
HOURS

4-8  
HOURS
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1st party data remains top of 
mind for DTC marketers.
Marketers are using a wide variety of data and reporting tools, but 
still struggle with automation and streamlining manual reporting 
processes. The most common data investment is CRM technology, 
perhaps reflecting the importance of extracting value from 
first-party customer data in today’s anti-tracking environment.

17REPORTING, INSIGHTS & DATA

Specialized Cross-Channel 
Reporting Dashboards
44%

Marketing Analytics Tool
43%

BI (Business Intelligence) Tool
43%

Automatic Ingestion Tool
35%
Spreadsheets
23%

CRM
47%
Marketing Data Warehouse
45%

Which data management and reporting 
technologies do you use in your MarTech stack?

+



18REPORTING, INSIGHTS & DATA

Given the overwhelming amount of hours marketers spend on 
reporting, it’s not surprising that more than 50% listed reporting 
and visualization as their top tech investments for the next 12 
months.

Marketers are also making significant investments in 
experimentation tools. Given the challenges with click-based 
attribution and reporting, it’s understandable why marketers would 
be doing so. 

DTC marketers will continue 
to invest in technology.

Reporting & Visualization 
(Including BI)

Website/ App Analytics

Data Integration / ETL

All-in-One Measurement Solution

Privacy Compliance Tools

Marketing Attribution

Data Clean Room

Marketing Experimentation Tools

CRM

Data Warehouse

Increase Maintain Decrease N/A
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Do you plan to increase, decrease, or maintain 
your investments in the following technologies?



EXPERIMENTATION
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Experiments make marketers 
more confident...

yet testing costs remain the 
top concern.
However, there appear to be several perceived barriers to 
increasing experiment usage, with marketers citing cost 
and time as the biggest culprits.

Overwhelmingly, DTC marketers agree that experiments and 
in-market tests increase their decision-making confidence. 

What are the biggest barriers to implementing 
marketing or media experiments?

Have experiments increased your 
decision-making confidence?
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32.2%

27.2%

23.7%

16.9%
Cost

Executive Buy-In
Skills
Time

80.2%

16.1% Yes

No
Somewhat
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More than half of marketers state they 
are “very familiar” with using 
experiments to measure incrementality.

EXPERIMENTATION 21

Very familiar and actively use 
experiments for incrementality

Familiar and thinking about using 
incrementality experiments

Somewhat familiar with 
incrementality experiments

If you’re not yet familiar with incrementality 
measurement, Measured offers a free guide. 
Read it here.

Want to learn more about 
Incrementality?:

53%37%

10%
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Geography-based tests were 
the most commonly run 
experiments over the past 12 
months...
Which of the following types of experiments 
does your brand run regularly?

Geo-testing will remain the dominant experiment method during 
the next 12 months, with 64% of marketers making the investment.

Overall, marketers are clearly deriving value from in-market tests, 
with geo-based experiments leading as the most common type. 
The confidence provided by these measurement methods explains 
the increasing technology investment expected in experiment tools 
for the next year.

and will continue to dominate 
the testing landscape.
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Geography-Based 
Tests

61%

RCT (Randomized Control) 
or Audience Split Tests

49%

Platform or Vendor 
Lift Studies

44%

Scale, Saturation, or 
Volume Tests

43%

A/B Tests With 
Campaign Tactics

41%

List-Based Tests

20%
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But, there’s room for 
improvement in geo-testing 
methodology. Yes, 

Separate73.4% No, Same 
Market26.6%

Which methods do you use to choose control 
and treatment markets?

Analyzing Demographics, 
Population and/or Sales Data
85%

Rotate the Selection
47%

Running a Correlation Test
52%

Regression Modeling
28%

Do you use a separate control market for  
geo-based tests?

Geo-testing is very popular, but often times not set up correctly.

Of those marketers who stated they utilize geography-based 
experiments, some are testing with more rigorous 
methodologies than others.

26% of marketers stated they use the same geographic market 
for their test and control cells, which may be resulting in sample 
contamination.

Of those who do use separate control markets, most rely on  
analyzing demographics, population, and/or sales data for 
market selection. Half have used a correlation analysis, and only 
28% are using the most rigorous market selection process, 
regression modeling.
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Visit us at measured.com to get more info 
on how our platform can help you make 
smarter media investment decisions.

CONCLUSION
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DTC marketers currently face many challenges as they work to scale their 
business, with data management being one of the top pain points. They 
spend significant time reporting and trying to evaluate the effectiveness of 
their advertising spend as they scale into new channels and make larger 
investments. As such, marketers will continue to invest in tools and 
methodologies that will give them easier access to more accurate data and 
media performance insights.

Experiments have grown increasingly popular and are almost universally 
accepted as a way to increase decision-making confidence. However, most 
marketers have not yet embraced experiment-driven methods as their 
primary form of measurement, and are still overly reliant on media platform 
metrics—despite their known inaccuracies.

A range of different measurement solutions are available to help marketers 
facilitate clearer and faster budget allocation decisions in today’s complex 
data tracking environment.
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